


Introduction





??

Horizon Worlds | 
Decentraland | 

The Sandbox

Fortnite | Roblox

Netflix watch parties

Mobile 2d games | Facebook

What’s in the metaverse?
What isn’t?





Facebook’s rebrand as 
Meta vastly changed
awareness of the 
metaverse.

Facebook Inc. renamed itself Meta Platforms in Q4 2021, 
announcing the name change on October 28—and both consumers 
and businesses alike took note.



Attitudes towards the metaverse



Nearly 3 in 5 believe the 
metaverse will soon be 
as popular as social 
media.

In reality, expect there to be a lengthy period of transition as the 
internet morphs into its next iteration—but the fact that so many 
consumers can imagine this reality gives it a greater likelihood of 
occurring. 

(more on that later.)
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Familiarity with the 
metaverse as a 
concept varies 
significantly by 
demographic.
Male Millennials making $100-$200K/year are likely 
the most familiar with the metaverse.



There are noticeable 
demographic 
differences when it 
comes to interest in 
the metaverse.

Black & Hispanic consumers—often treated not as well by the status 
quo—appear significantly more interested in the idea of a metaverse, 
which could be a place of greater equity.



Attitudes towards the 
metaverse differ greatly
by generation.

12

of younger consumers 
say the metaverse is “a 
really exciting way to play 
and socialize”—vs. 14% 
of those 55+.

24%
of those 55+ say the 
metaverse won’t be as 
good as real life; only 
17% of 18–34-year-olds 
agree.

41%



Ralph Lauren’s 
Winter Escape 

(Roblox)



Campaign Profile: Ralph Lauren

• The holiday-themed experience allowed fans to 
ice skate, pick up a hot chocolate, and 
purchase a limited-edition collection of digital 
clothing from virtual Polo Shops. 

• The partnership “builds on years of digital 
innovation and underlines our belief in the 
opportunity that virtual spaces and economies 
present—especially when it comes to the 
next generation of consumers,” said Alice 
Delahunt, Ralph Lauren’s chief digital and 
content officer.

• Roblox skews young, with 67% of its users 
under 16 years old; only 14% are over 25*.

• Established brands are experimenting with top-
of-funnel marketing more than ever before. 
Building relationships with consumers well 
before they’re likely to buy may make it easier 
to convert them into shoppers later.

Source: Backlinko



Chipotle’s 
Burrito Builder 

(Roblox)



Campaign Profile: Chipotle’s Burrito Builder

• Chipotle launched a game and virtual 
restaurant on Roblox enabling players to roll 
burritos in the metaverse to earn “Burrito 
Bucks,” redeemable for food at Chipotle 
locations.

• The chain become the first major brand to let 
Roblox players exchange in-experience 
currency for real-world items, the first to serve 
virtual food on the platform, and the first to 
launch a menu item inspired by the metaverse 
community.

• In 2021 the chain gave away $1 million worth 
of free burritos in Roblox in a promotion that 
may have inadvertently knocked the gaming 
platform offline.

• Chipotle is an early adopter of Roblox 
marketing, which is enabling it to test new 
experiences to gauge whether there’s value in 
developing its presence in the metaverse.

• It will also see whether bridging the metaverse-
real world divide can drive more consumers to 
its restaurants.



Coca Cola Byte
(Fortnite)



Campaign Profile: Coca-Cola Byte

• Gamers will be able to try the latest Coca-Cola 
flavor in Fortnite in March before it was 
available anywhere else.

• Coca-Cola used a custom-built Fortnite island 
to debut the limited-edition gaming-inspired 
flavor Zero Sugar Byte demonstrates Fortnite's 
maturation as an advertising platform — and 
demonstrates Coca-Cola’s faith in Epic Games' 
intentions to grow the metaverse.

Coca-Cola launched its Pixel Point Fortnite 
experience, a neon-colored virtual environment 
filled with Coca-Cola imagery, including 
collaborative puzzles and mini-games hidden 
within huge glass bottles and Coke cans. 

It was created by Team PWR's Fortnite Creative 
division, with creative assistance from Coca-Cola. 
This type of developer-driven campaigns are 
comparable to the growth of creator studios in 
Roblox and proof that a vibrant creative economy 
is taking shape on Fortnite.



Coca-Cola’s 
Fortnite 
campaign

Unilever’s 
Metathon

(Decentraland)



Campaign Profile: Unilever’s Metathon

• Unilever’s Degree deodorant brand hosted 
an inclusive “Metathon” metaverse on 
Decentraland on April 26.

• Runners virtually crossed 26.2 kilometers in 
Decentraland's Vegas City Sports Quarter, 
the platform’s largest commercial district.

• Registrants designed avatars that 
represented themselves by selecting from an 
avatar library that includes racing 
wheelchairs, prostheses, and blades.

• Participants ran with Grammy Award-winning 
rapper and representation advocate Fat Joe, 
paralympic athletes Amy Purdy and Blake 
Leeper, and soccer star Hector Herrera, among 
others.

• Degree is aiming to take a leading role in 
shaping how important inclusivity and 
representation are in the metaverse, which 
could build trust and loyalty with a consumer 
base that is often overlooked—critical for 
categories whose products may see less 
overall utility as consumers spend more of their 
lives online—including deodorant, of course.



Consumers are 
overwhelmingly hopeful
the metaverse will be 
more equitable than the 
world as is.



Wendy’s
(Horizon 
Worlds)



Campaign Profile: The Wendyverse

• Wendy’s campaign launched on Horizon Worlds, 
Meta’s social game metaverse app that users 
can access with Oculus headsets.

• The Wendyverse sees the fast food chain 
looking for ways to let consumers engage with 
its brand beyond eating at its restaurants. That 
means users are able to visit a virtual Wendy’s 
location and a fictional arena called the 
BiscuitDome, where they can “shoot hoops with 
a virtual Baconator.”

• The chain is using the metaverse as an 
opportunity to drive in-store traffic: users who 
pay special attention to details and puzzles in 
the Wendyverse can get coupons for free and 
discounted food redeemable at Wendy’s 
restaurants.

• The campaign, complete with a stadium and 
store, shows the advertising potential of the 
metaverse. Instead of having to work around a 
constrained physical space, brands can 
instead build highly customized experiences to 
fit their needs.



“It’s just not the same” 
is the sentiment of 
2 in 3 consumers.

As immersive experiences become more technically sophisticated—
and as today’s older consumers give way to consumers less 
attached to the past—expect stats like this to change significantly 
over the years to come.

And not to state the obvious, but many of these consumers haven’t 
even given these experiences a try as of yet.



The metaverse around the world





• $200.1B: The amount of metaverse-related IT 
spending in China by 2025 at 20.2% CAGR

• 15.9% say they understand the metaverse very 
well, with 45.5% saying relatively well

• 67.2% of Chinese consumers want to use the 
metaverse to gather with family and 
friends/organize events (gaming: 45.3%)



• 25.1% of South Korean consumers have used VR

• 19.3% have used virtual spaces such as ZEPETO

• 65.6% of 20-29 year-olds know it “somewhat 
well”—55.5% overall



• British consumers are less open to ads & 
branded experiences in the metaverse than 
users in the US: only 15% think brands should 
advertise in the metaverse (vs. 22% in US)

• Just 17% wish to spend time exploring the 
metaverse (vs. 23% in US)

• 36% have no need for the metaverse—
compared to 27% in US



• Only one in ten German consumers can’t 
imagine valid applications for the 
metaverse

• 39% of German consumers can imagine 
being part of the metaverse (59% of those 
25-34)



• 50% of 18-24 year olds in France would 
be interested in shopping in the 
metaverse (27% overall)

• Nearly one in four (24%) would be up for 
meeting people/chatting in the metaverse 
(43% of those 18-24)



What’s next



Once accessibility is 
solved for, watch 
out.

More affordable VR headsets remain an obstacle to adoption, 
especially given that some of the consumers who want immersive 
experiences are less likely to be able to afford them.

Over time, expect the price of headsets to come down, as well as the 
perception of such an expenditure in a consumers’ minds (i.e. PS5 at 
$500).



The metaverse won’t 
keep developing as a 
channel for brands 
without targeted 
education.
Older consumers as well as women have not been as exposed to the 
concept of the metaverse as much, as evidenced by their awareness 
of the concept. 

As more brands begin to target these demographics, expect this 
picture to shift and evolve.



Babylist
(Obsess)



Campaign Profile: Babylist Cribs Virtual 
Showroom
• Digital baby registry company Babylist teamed 

up with digital store platform Obsess to create 
a shopping experience in the metaverse.

• The virtual showroom is set in a virtual house, 
allowing customers to visualize how products 
would look in their homes.

• Shoppers can interact with products to learn 
more about them, as well as access photos, 
videos, and educational resources as they 
move through the house, purchase products or 
add them to their registries.

• “Our goal is to make the online registry 
experience easy, fun, and interactive, while 
helping parents-to-be discover products they 
didn’t know about before and visualize how 
they might use them in their own home when 
their new baby arrives,” said Obsess founder 
and CEO Neha Singh.

• Most retailers are currently using the 
metaverse as a way to drive buzz around their 
brand, but as Babylist’s example shows, there 
are opportunities to tie virtual experiences to 
real-life sales and bring the in-store shopping 
experience to the digital realm.



Experiences > Goods

Are very/somewhat 
interested in live sporting 
events/concerts in VR.

38-45%
Feel the same about 
purchasing “tangible” 
goods like apparel and 
footwear virtually.

31%

For many consumers, it may be an easier logical step to purchase 
experiences—which were always intangible—in the metaverse than goods—
which have historically been tangible items one can walk away with.



“We’re in the real world 
selling real products…we 
have to see what the 
application of the metaverse 
and these NFTs will be…it’s 
not our objective to sell 
virtual sneakers for €10. 
We’re not into that. But there 
may be more relevant 
applications.”

There’s not yet consensus 
among major brand 
leaders exactly how the 
metaverse will drive value 
for their organizations.

Bernard Arnault
Chairman, LVMH



More than 4 in 10 
executives already 
believe the metaverse 
will have breakthrough 
or transformational 
impacts on their 
organizations.



Key takeaways



Web3 won’t be a flip of the switch.

There won’t be a moment when 100% of your customers will be using Web3, 
purchasing NFTs, and engaged in immersive metaverse experiences. It will 
happen over time.

41



The metaverse is a continuum.

Internet experiences will become increasingly complex and immersive. 

As these experiences become more “ready for primetime” they’ll “cross the 
chasm” and become adopted by more consumers.
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The metaverse will have a myriad applications.

Brands will use immersive experiences to drive in-store traffic, replace 
traditional ecommerce sites, sell virtual goods, engage existing customers, 
provide customer service, and much more. 
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Don’t be wedded to how things used to be.

Some of us remember static, ugly websites. We were okay with these 
experiences. We couldn’t imagine interactive, shoppable, often beautiful 
sites. 

The consumers of tomorrow will have expectations surpassing ours, and the 
time to begin gaining mindshare with these shoppers is now.
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Questions?






